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The major objective of this thesis was to present and define the image of Chinese business 
travellers in the minds of foreign business travel organizers. The author described in this 
thesis a general overview of the meeting industry. The literature overview prepared for this 
thesis was made mostly based on the data found in books, on the Internet and in official 
reports prepared by the companies and associations in the meeting industry.  
The author used in this report a qualitative research method with semi-structured e-mail 
interviewing. The main aspects of the meeting business were presented. Associations, 
stakeholders, major internal exhibitions, structure of the industry were important part of 
this work. Other highlight was given on the potential of the meeting industry for the local 
municipalities.  
The first part of the report presented a theoretical framework concerning the leading topic. 
The empirical part of this thesis is based on the qualitative research method. The author 
interviewed professional representatives of organizations that cooperate with Chinese 
business travellers. Potential difficulties and opportunities were presented. 
 
Destination choice of Chinese professionals was an important result of this thesis. Potential 
difficulties related with dietary and language expectations of Chinese business 
professionals were highlighted. Importance of Chinese business travellers for the future of 
the meeting industry was one of the most important results of this report. Special 
entertainment choice was the other important outcome that was highlighted in this thesis.   
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INTRODUCTION 
 
 
The meeting industry is fast growing and already a huge part of the tourism industry. 
According to the statistics of the International Congress and Convention Association 
(ICCA), between year 2002 and 2011 the number of associated business meetings in ICCA 
has increased from 6,155 in 2002 to 10,070 in 2011. Almost 4000 more associated events 
per year in almost 10 years show a scale of the growth. The leading continent where the 
majority of professional meetings take place is still Europe with its 55% of all global 
meetings. However, the leader country in ranking is constantly the United States. In 2011 
all number of associated meetings in USA was 759 when the second country in the 
ranking, Germany organized 577 meetings. (ICCA Annual report 2012.) 
 
The main purpose to write this thesis is to present the image of Chinese business travellers 
in the minds of professional business travel organizers outside China. This research will 
indicate cooperation, potential opportunities and problematic issues that foreign business 
travel organizers faced while doing business with Chinese business travelers. To 
understand the meeting industry it is very important to be aware about the most important 
terms and stakeholders that are widely used to describe this business area. In the following 
chapters the researcher will present key aspects and try to analyze cooperation and future 
perspectives in the meeting industry between China and the outside world.  
In the research part potential difficulties while cooperating with Chinese business travellers 
will be presented based on the qualitative research method. One of the purposes to write 
this report is the low number of available complex materials that are not focused only on 
one country. In this thesis the main focus will be to understand the connection between 
tourism and business, with an additional emphasis on the unstoppable trend of the growing 
potential of the Chinese business travel business.  
A significant aspect to present at the beginning of this report is that the size of the meeting 
industry in the United States is incomparable with the rest of the world. Those differences 
exist due to the scale and size of the meeting industry in the US. In accordance with the 
American Society of Association Executive, in 2003 in the United States existed around 
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147 000 associations that represented professionals from every industry. This number is 
incomparable with any other country. The size of the meeting industry is also very 
different in different continents. As an example could be used once again the report of 
ICCA. In 2011 total 5567 associated meetings were organized in Europe when in the same 
year in Asia Pacific and  in the Middle East the total number of associated meetings by 
ICCA were only 1 985 (ICCA 2011 ). 
 
Before the main body of this thesis will be presented it is important to mention about the 
difficulties that the researcher has faced during the writing process. The meeting business 
is global and a very structured industry. There are thousands of publications, books, 
magazines and articles about this fascinating business. Unfortunately, most of the reliable 
books are based in the United States' market, which does not give a general overview of 
the real situation of this sector. The writer of this thesis found this as a significant obstacle 
to comprehensively analyze the European meeting industry. There are many associations 
inside this business that present their annual reports, however in majority those reports 
describe the internal situation of the association but do not give a general overview of the 
MICE industry in the world.  
 
Other difficulties that the researcher faced while preparing this report were connected with 
the enormous mobility and energy of this industry. The writer will present in the following 
chapters how fast this industry is changing and how many different factors all the time 
influence this fascinating business. The author got the opportunity to gain a lot of 
information during the process of collecting the data to write this thesis. However, printed 
books were not as useful as they usually are. The reason why virtual resources are used as 
major references is that the meeting business is very dynamic and there are not many 
updated books after the global finance crisis in 2008, which influenced significantly on the 
business in general. 
In the introduction it is important to present an overall general structure of the target group. 
Corporate meetings that are controlled by corporations or companies, and association 
meetings that are coordinated and managed by members of the association are two 
different categorizations in the organization of meetings. Corporation meetings could be 
divided into internal, external or mixed type of the meeting. In the case of associations the 
divisions that ICCA shows in their report highlight international governmental 
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organizations and international non-governmental organizations that in accordance with 
International Encyclopedia of Hospitality Management explanation could be called 
association. (International Encyclopedia of Hospitality Management 2010, 36.) 
 
 
 
 
 
  
 
GRAPH 1.  Structure of International Meetings (adapted from ICCA Annual report 2012) 
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2  THE ‘MICE’ INDUSTRY 
 
 
In this chapter the author explains definitions connected with the meeting industry in order 
to introduce those terms to readers. The author explains the abbreviation of MICE and 
continuously presents main players in the business travel industry as well as professional 
congress organizers. Definitions related to the convention bureau and Destination 
Management Company are also explained in this chapter.   
 
2.1 Definition of MICE 
MICE is an abbreviation of Meeting, Incentive Conventions/Congresses, 
Events/Exhibitions. This term is used widely to describe the whole meeting business by the 
most significant associations in this area. However, this is not the only one abbreviation 
that could be found in books. The term that was used to define this industry was also 
MEEC – Meetings, Expositions, Events, and Conventions. (Fenich 2008, 2.) Nevertheless, 
the most important associations and organizations such as the Meeting Professionals 
International association (MPI), and the International Congress and Convents Association 
(ICCA) use the term MICE as the most accurate. 
To understand what MICE actually means it is significant to comprehend each of the 
letters. A 'meeting' is an occasion when people gather to discuss things and make 
decisions. It could be considered also as people involved in a meeting. In accordance with 
the International Encyclopedia of Hospitality Management (IEHM) a meeting could also 
refer to the following gatherings: colloquium, conference, convention, discussion panel, 
structured panel, roundtables, seminar, symposium or workshop. 'Incentive' is a very 
fascinating word that can describe many aspects. However, in this case it means reward for 
the participants for the previous achievements. IEHM describes incentive travel as an 
important tool to reward, motivate and recognize employees in the corporations.  
(International Encyclopedia of Hospitality Management 2010, 444.) 
A 'conference' is a meeting of people that gather in one place to solve problems, discuss 
and find facts about a particular business area. Compared with a congress, a conference is 
commonly smaller in scale and usually more precise about the subject. It is good to 
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mention that habitually both congresses and conferences are held with specific frequency 
for instance annually or biannually. However, very often those two names are used as 
synonyms. In Europe, the word congress is more often used while conference is a more 
popular term used in the United States. An 'exhibition' is an event where companies are 
able to display their services and products. (ICCA 2007.) 
'Convention' is the third letter in the MICE abbreviation. In accordance with the 
International Encyclopedia of Hospitality Management convention is an event where the 
most important activity for the attendees is to participate in educational sessions, take part 
in meetings or discussions, socialize, or attend other organized events. A Convention could 
have also a secondary exhibit component as for example presentation of new technologies, 
trends etc. The associations usually organize conventions annually or biannually for their 
members. (International Encyclopedia of Hospitality Management 2010, 110.) 
Furthermore because of many discussions and the commonly unclear abbreviation of 
MICE it is also common nowadays to describe this area of tourism as a meeting business. 
The meeting industry is a fascinating world connecting business and tourism. This work 
will be a complex introduction and analysis that provide the reader with an explanation of 
complicated terms and organizations that are a significant part of this world. In the next 
sub-chapters the main stakeholders will be presented, and as a first definition the 
researcher chooses the convention bureau that is one of the most important suppliers and 
middlemen functioning as the main body between professional congress organizers and 
local governments.  
 
2.2 Main players in the business travel industry 
This chapter will consider the most important stakeholders in the meeting business. Those 
types of companies are extremely necessary in the meeting planning process. Current 
chapter will explore regular companies that are real organizers. Two different types of 
companies mentioned below are the key cooperators for subjects that want to organize a 
congress or conference. Associations or corporations that need to gather people for some 
particular reason almost always use services that those companies provide. It is very 
important to understand the differences between them to study this business in a proper 
way. 
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2.3  The Convention Bureau – city specialists 
The Convention Bureau (CB) is the first of the stakeholders that will be presented and is 
inseparably connected to the meeting industry. The existence of Convention Bureaus 
shows and proves how important the meeting industry is for the cities and local economies. 
The first convention bureau was founded in 1901 in Detroit, USA (Meet Detroit 
Organization 2012) and the main aim of the convention bureau is to promote a particular 
city or country as the best destination for the meeting industry. Another aim of the 
convention bureau is to increase the number of the professional meetings, events and 
congresses. (International Encyclopedia of Hospitality Management 2010, 110.) 
It is important to mention that the CB works for specific destination such as a city, region 
or a country. Certain cities with a long tradition of organizing professional meetings, 
exhibitions, incentive trips have their own Convention Bureaus, other regions or countries 
work under one Country Convention Bureau (Poland, Germany). In other countries there 
are local convention bureaus as for example the Frankfurt Convention Bureau (Germany) 
that is a part of the department of tourism in the Frankfurt municipality. However in 
Germany there is also the Germany Convention Bureau that is responsible for promoting 
the country as the best destination for the meeting industry. (Frankfurt Convention Bureau 
2013). 
The convention bureaus is often considered by professionals as an ‘umbrella’ that covers 
national or regional tourist boards, national or regional governments, city marketing, city 
councils and chambers of commerce. Umbrella as an expression is widely used in official 
publications of meeting industry associations to describe the convention bureau as a 
complex service that they offer to the meeting planners. That is why a convention bureau 
ordinarily provides complex information about the destination They offer frequently free 
of charge informative service for the meeting planners. Convention Bureaus offer 
invaluable data such as capacity of all hotels, venues information or number of incentive 
activities. (ICCA2012.)  
Another very important service that is provided by convention bureaus is organizing 
educational trips and site inspections. Those trips are organized by a CB for the 
professional business planners to familiarize them with the destination. A Convention 
Bureau supports the congress candidature process by assembling and sending the official 
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bid for the city, providing promotional materials, assisting with presentations about the 
destination and coordinating the support of local authorities. It is very important that most 
of the convention bureaus work as a nonprofit organization. What this means is that their 
budgets are often based on public money or other tourism companies that pay annual fees 
for the provided service. (International Encyclopedia of Hospitality Management 2010, 
110-111.) 
 
2.4 Destination Management Company 
The Destination Management Company (DMC) is the other stakeholder that is necessary to 
understand in order to analyze the meeting industry. DMC is necessary to organize a 
successful event. Areas of interest for a DMC is everything outside the congress and 
convention venue. The main focus and area of working is connected with transportation, 
accommodation and tourist attraction for the attendees of the event. The DMC could be 
considered as a very specialized travel agency that offers a wide range of tailor-made 
services prepared with the highest quality for the congress participants. (International 
Encyclopedia of Hospitality Management 2010, 180.) 
Destination Management Companies are specialized in the creation and delivery of events, 
tours, transport, activities, and incentive events during the congresses, conferences or other 
activities that the destination provides. DMCs use extensive local knowledge, expertise and 
resources about the destination. Destination Management Companies are concentrated on 
local logistical support for meetings in a specific location. Those companies gather the best 
specialists with huge local networking. The aspect that characterizes those companies is 
the ability to solve unexpected situations. Nevertheless, they do not provide in their offer 
the full range of conference services in contrast to the Professional Congress Organizers 
(PCO). (International Encyclopedia of Hospitality Management 2010, 554- 556.) 
 
2.5 Professional Congress Organizers 
Professional Congress Organizers (PCO) offer the most complex service for the customers 
of the meeting industry. A PCO is an organization whose business aim is to provide 
congress advising and management services. They provide excellent knowledge. A PCO 
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company is often a stakeholder for big associations such as Cardiologist, Radiologist 
associations. The main vision for professional congress organizer companies is to deliver 
complex successful and excellent events, congresses or conferences. A characteristic 
aspect of a PCO is that it usually works with corporations or associations instead of 
working with one particular destination. (London and Partners 2012.)  
The following services are provided by the majority of the professional congress 
organizers: bid support, venue sourcing, conference delivery. Those three aspects are the 
biggest issues, however, PCO companies provide all complex services that could be 
included in the following chapter: registration services during the event, program 
management, financial management and budgeting, social event services, conference 
promotion, exhibition management and sponsorship, travel and accommodation. All the 
listed services are just groups that could be extended to dozens of smaller subjects that 
PCOs have to organize. (Congrex 2012.)  
The PCO is usually a valuable resource to organizing committees who do not have the time 
or other resources to prepare a major event without support from outside the company. The 
PCO should provide the most complex service in the industry. The mentioned type of 
company is frequently a partner for association committees that are in charge of organizing 
annual conferences or congresses. The characteristic feature of association congresses is 
that the destination is very often rotating every year. That is why associations more often 
cooperate with PCOs instead of choosing a Destination Management Company. 
(International Encyclopedia of Hospitality Management 2010, 554.)  
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3  GROWING POTENTIALS OF THE MEETING INDUSTRY 
 
 
In this chapter the relationship between the local economy and the meeting industry will be 
explained. The growing Chinese tourism market with a connection to the MICE industry is 
an unquestionable fact. The question is how it influences the global tourism growth and 
how destinations can attract Chinese business travelers through satisfying their demanding 
needs. The researchers chooses one event and its influence on the economic forecasts for 
the particular territory. The Mobile Global Congress has been held in Barcelona since 
2006. It is the biggest global congress about mobile phones technology. The GSM 
Association (GSMA) is an organization that organizes this congress. GSMA represents 
more than 800 mobile phone operators globally in 220 countries and more than 230 
companies that are related with the mobile industry. (GSMA Association 2012) In 2012 
more than 67 000 people attended the congress. It is important to mention that this event is 
not open for the public which means that attendees were professionals involved in that 
industry. More than 3500 Chief Executive Officers attended that event. Almost 1500 
exhibitors from 205 countries that used 70 000 square meters of meeting, exhibition and 
business space were present during these three days. 3300 press members from 92 
countries worked during the event. (Mobile World Congress 2012.) 
The numbers presented in the previous paragraph are only figures. However, if those 
figures will be considered as having a direct and indirect impact on the Barcelona city, the 
connection between the tourism and meeting industry becomes visible. In accordance with 
the Strategic Metropolitan Plan of Barcelona, between 2006 and 2012 the economic impact 
of this particular event for the local economy was more than 1.5 billion euro. The 
estimated economic impact for the privilege to organize this event in following years 2012-
2018 is 3.5 Billion euro. During this event many stakeholders in Barcelona gained benefit 
such as taxi drivers, restaurants, airports, airlines, hotels that during that time were 
occupied to 97%. Mobile World Congress 2012.) The scale of this event shows how big an 
influence the meeting industry has on the tourism industry and how inseparably those 
industries function.  
It is difficult to predict the future in business as everybody knows who was a witness to the 
global crisis that began in 2008. The meeting industry suffered significantly during the 
crisis, as is exemplified by the rotation of the MICE events destination. The visible 
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migration factors appeared in the rotation of associated meetings statistics. The direction of 
the return non-surprisingly turned into cheaper destinations located in Eastern Europe and 
Asia, such as Prague, Seoul and Beijing. Budapest is one of the cities that benefited in 
terms of number of meetings during the crisis. It jumped from the 18
th
 position to the 11
th
 
position on the global list of top meeting destinations. (ICCA 2009.) 
The hard working Wien Convention Bureau is only one of the reason why during crisis 
time, Wien achieved the first location on the list of top cities for meetings organizers. The 
reason why Paris lost the first position in this ranking is because of the prices of the 
general services. This ranking shows also how fast growing economies such as China are 
dynamic. A phenomenon worth mentioning could be Shanghai that in 1999 organized 
barely 8 meetings but after 12 years in 2011 organized 72 of them. It is worth to mention 
that other countries from the BRIC (Brasil, Russia, India, China) economies are also 
becoming more visible in those rankings. (ICCA 2009; ICCA 2012.)  
However, as the researcher said in the introduction there are trends that are not changing 
such as growth of the industry. Another trend that will be visible in the nearest feature and 
have a major impact is technology. As the annual report of International Congress and 
Conference Association mentions, technology is the second most frequent subject after 
medical science of associated meetings that were held in 2011. Technology is undeniably 
connected with socialization. That is why social media nowadays are widely used during 
the conferences congresses as a tool of communication with participants. (ICCA 2012.) 
The MICE industry is a part of business and tourism and that is why global trends and 
business behaviors impact meaningfully on that industry. The Olympic Games have 
gathered people since 776 before Christ (Olympic Movement 2012). The Olympic Games 
nowadays mean not only sport activities but also huge investments in the infrastructure 
which means that business is always present. The prestige and indirect benefits of 
organizing the Olympics are invaluable. As a good case about this trend could be used 
London that organized this huge event in 2012. Thanks to that event in the ranking of 
ICCA London’s position increased from 14th to the 7th in the 2011 report. Football is the 
other factor that influences other businesses. After Austria had organized the UEFA 
Football championship in 2008 Wien's position regarding the number of meetings rose 
from 139 in 2008 to 181 in 2012. (ICCA annual report 2012.)  
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3.1 Business to business 
In the congress industries business-to-business operations are extremely important because 
of many reasons. The success of the project depends on cooperation between the 
stakeholders, association committee boards, convention bureaus, professional congress 
organizers, destination management companies, destination cities etc. That is why 
networking in this area is exceedingly important. To provide the professional contact 
database and share experiences of the companies that work in meeting industry many 
associations have been founded. Below the researcher will present three of them in the 
following part of this chapter. Exhibitions that gather every year professionals from the 
MICE industry will be mentioned in the second part of this chapter.  
 
3.1.1 Associations inside the industry 
 
The MICE industry works with people, for people, and that is why the meeting business is 
associated with many different organizations. The most important and the biggest will be 
presented below. The International Association of Professional Congress Organizers 
(IAPCO) was founded in 1968 in Brussels. The organization represents more than 100 
Professional Congress Organizers in 40 countries. IAPCO members organize more 6000 
meetings annually that involve more than 2 million delegates. IAPCO members represent 
more than 3,7 Billion euros of economic impact in the global economy. (IAPCO 2012) 
The International Congress and Convention Association (ICCA) is one of the most 
important organizations in the industry. The association was founded in 1963 by a group of 
travel agencies Nowadays this society represents more than 900 suppliers in 83 countries. 
The association publishes many professional reports every year. ICCA Intelligence is a 
free of charge e-newsletter that is published five times per year and has been especially 
created to assist International Associations in the organization of better events. What is 
more, every year as report is published by this organization that includes the most 
important data for the members. That report was an important source of knowledge for the 
writer of this thesis. (ICCA 2012.) 
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The Society of Incentive Travel Executives (SITE) is the other global partner for MICE 
organizers. Founded in 1973 in the United States, this society has almost 2000 members in 
90 countries with 28 local chapters. This association is a platform of networking for the 
people from the meeting planners industry. That is because of the great motivation they are 
able to provide the highest quality service for their members. Their vision is: “Unleashing 
human potential through extraordinary motivational experiences” This society is one of the 
most important partners for the Exhibition for the Incentive Business Travel and Meetings 
(EIBTM) exhibition that will be described in the following subheading. (SITE 2012.) 
Meeting Professional International (MPI) is the other key association in the meeting area. 
This association was founded in 1972. This association represents more than 23 thousands 
members from 86 countries. $16.9 billion is the spending power of the members of this 
association. MPI's vision is “To build a rich global meeting industry community.”(MPI 
2013). the organization is trying to achieve this goal by following the association's mission 
that is making their members successful by building human connections through 
knowledge/ideas, relationships and marketplaces. As it is mentioned in the company’s 
mission, a very important aspect of this association is education. That is why a part of this 
organization is the MPI foundation that provides scholarships and grants for people that 
want to develop their professional abilities. (MPI 2013.) 
3.1.2 Exhibitions inside the industry 
 
An exhibition is a form of presentation offer and finds new innovative solutions for the 
industry. The meeting industry is present in every sector of the business because people 
still need to gather to do business. The MICE industry is involved in all segments of the 
hospitality and tourism industry. That is why the representatives of the airlines, hotel 
chains, travel agencies, and destination-marketing organizations are frequently present in 
the exhibitions. However, two main European exhibitions presented below are special 
because those events are organized by professionals, for professionals Every year many 
thousands of specialists from different parts of the world gather in Frankfurt and Barcelona 
to be an active part of the industry. Worldwide Exhibition for Incentive Travel, Meetings 
and Events (IMEX) and EIBTM are the most important from the European point of view. 
Other exhibitions will also be highlighted below. (Fenich 2008.) 
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IMEX is one of the two biggest global exhibitions for incentive travel, meeting and events 
organizers. IMEX Frankfurt is held in Frankfurt (Germany) every year during three days in 
the spring. All associations that were mentioned in the previous subchapter are strategic 
partners for this event. In 2012 more than 3500 exhibitors from 157 countries attended the 
event. Exhibitors represented regional and national tourist offices, airlines, DMCs, service 
providers, trade associations, hotel chains etc. During the exhibition around 4000-hosted 
buyers from 60 countries were present during the fair. It is important to mention here that 
the IMEX group also organizes other huge events. (IMEX Frankfurt exhibition 2012.) 
IMEX America is the other huge global exhibition with main focus on the meeting industry 
in North America. At IMEX America in 2012 more than 2400 exhibitors from 148 
countries were present during the exhibition. However, those two events organized by the 
IMEX group should not be compared in equal level due to the fact that in the IMEX 
America exhibition more than 70% hosted buyers represented U.S companies. This main 
focus on the North American market is visible also by the percentage of the other attendees 
where 83% were U.S citizens. That shows how important the American market is for the 
meeting industry and what the scale of the industry is in the U.S. (IMEX America, official 
statistics 2012.) 
EIBTM – The Global Meetings & Events Exhibition is the other of the two biggest 
exhibition groups for global meeting and event organizers, and it takes place every year 
during three days in November in Barcelona. As they write in their website they provide 
the perfect forum to present products and services to the buyers, influencers and senior 
decision makers. In 2011, EIBTM was visited by 15 000 professionals including more than 
9000 meeting planners and buyers. More than 65000 appointments were pre-scheduled 
between hosted buyers and exhibitors before the event. 3100 exhibitors from over 90 
countries were present during the fair. Globalization of this event could be proved with the 
number of journalists that attended the event. 270 journalists from 25 countries appeared in 
EIBTM in 2011. EIBTM is the biggest exhibition organized by the IBTM group that is 
responsible also for six other huge events such as the ones presented below. (EIBTM 
exhibition 2012.) 
GIBTM – The Gulf Incentive, Business Travel & Meetings Exhibition organized in Abu 
Dhabi  (United Arab Emirates). This exhibition gathered in 2012, 256 hosted buyers, 332 
exhibiting companies, more than 1500 professionals from 38 countries has visited GIBTM 
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in 2012. This is the biggest exhibition for the meeting industry in this region of the world. 
(GIBTM 2012.) 
CIBTM – China Incentive, Business Travel & Meetings Exhibition organized in Beijing 
every year in September. This exhibition is the biggest in China and in 2011 more than 
4500 attendees from all over the world gathered in Beijing. What is more is that 300 
exhibitors from 23 countries were present during this event. (CIBTM 2013.) 
 
AIBTM – America Incentive, Business Travel & Meetings Exhibition is an event 
organized every year in the United States. In 2012 more than 1000 exhibitors from all over 
the world were present during this event. (AIBTM 2012.) 
AIME – Asia-Pacific Incentive and Meetings is the biggest meeting industry event and 
exhibition in this part of the world. In 2012, the 20
th
 edition of this event gathered more 
than 500-hosted buyers, 779 exhibitors from all over the world. It is valuable to mention 
that the first edition of AIME gathered only 30 hosted buyers. This phenomenon shows 
also scale of growth in this industry. (AIME 2013.)  
BTM – Business Travel Market Exhibition is held in London and is organized every year 
in November. More than 100-hosted buyers represent combined buying power of 20 billion 
euro. Since 2013 BTM will be co-located with World Travel Market Exhibition. (BTM 
2012.) 
ILTM – International Luxury Travel Market exhibition is the next inside the industry travel 
exhibition. It is considered as one of the biggest and most influential events for luxury 
travel and the MICE industry. ILTM has been organized annually for the last 12 years. The 
2012 edition brought to Cannes together more than 1300 purveyors of high-end travel from 
65 countries together with 1350 providers of luxury travel from more than 85 countries. 
(ILTM 2012) 
ILTM ASIA – International Luxury Travel Market exhibition, Asia edition is the leading 
event in luxury travel industry focused on the Asia-Pacific region. It is held annually in 
Shanghai. The 2012 edition gathered in one place for four days 442 exhibitors, 442 VIP 
buyers from 55 countries. More than twenty thousands meetings took place during the 
2012 edition. (ILTM Asia 2012) 
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4  RESEARCH METHODS 
 
 
This chapter will discuss the research methods used for this thesis report. Descriptive, 
explanatory and evaluative research methods are the basic types of research described by 
Veal (2006, 235-248). To find out the answers concerning a particular topic the author 
could use a quantitative or qualitative research method. In this report the qualitative 
research method was used. The author conducted sixteen personal interviews with 
professional organizers that have an experience in working with Chinese business 
travellers.  
The qualitative research method aims to get a deeper understanding of a certain topic. It 
uses both observation and data collection. The qualitative research method does not answer 
only the questions ‘what’, ‘when’, ‘where’ but also focuses on investigating a particular 
topic by answering ‘why’ and ‘how’. There are three main optional ways of collecting data 
in the qualitative research method: in-depth interview, semi-structured interview and 
structured interview. The in-depth interview aims to gain an insight into individual 
evaluations of specific material. It is conducted face-to-face with the participants and it is 
usually conducted in a place that is neutral or comfortable for the respondent. The semi-
structured interview is more structured than the in-depth interview but less structured than 
the structured interview. The interviewer has a prepared framework of questions 
beforehand but the whole interview has a fairly open form, which allows respondents to 
give and receive information, the conversations are focused and usually two-dimensional. 
The semi-structured interview can also be presented as a list of questions as long as the 
researcher has a contact with the participants.  The last type that could be used by the 
author is the structured interview. It is the most rigorous form of qualitative research 
methods. It is based on exactly the same questions asked to the participants and answered 
in the same order. Questions can have a close-end or open-end form. (Sage Publications 
2013.) 
In this report the author has used a semi-structured qualitative interview method. This 
method was chosen because the author finds it to be the most suitable and convenient 
taking into consideration its advantages. Firstly the author contacted most of the 
participants in person or spoke with respondents through telephone conversations. Later 
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on, the researcher used the semi-structured e-mail interviewing method to be able to reach 
the respondents. It would not be possible to manage in any other way due to geographical 
location and time zones that respondents are working at. Many researchers have applied 
the e-mail interviewing method in their research. For example, Meho and Tibbo (2003) 
used it to explore and describe the model of information-seeking behaviour of social 
science faculty where they interviewed 60 scholars from 14 different countries by using the 
e-mail interviewing method. In accordance with Kraut (2004, 114) research conducted 
through the Internet does not stand to be more difficult or riskier than the one held in more 
traditional method. It was suggested in 2006 in the Journal of The American Society for 
Information Science and Technology that researchers who employed qualitative e-mail 
interviewing were forced to prepare detailed and clear questions and continuously 
collected specific and comprehensive responses. (Kraut, Olson, Banaji, Bruckman, Cohen 
& Couper 2004, 110-114. ) 
The researcher has sent more than two hundred requests for cooperation to the 
international organisations, companies and governmental authorities that cooperate with 
Chinese business travellers. Sixteen of them demonstrated a willingness to make this report 
valuable. The author's will of presenting this subject in the most precise way motivated the 
decision of using the qualitative research method while preparing this research. Due to the 
fact that all organisations that have decided to help the author by participating in the 
research for this thesis are selected professionals, the writer of this project has chosen the 
e-mail interviewing research method as the most accurate way to compare experiences of 
different participating subjects.  
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5  RESULTS 
 
 
Mr Cazzaniga, Nikola Mladinic, Human Halhas, Levent Basar and Mr Carvalho de Araujo 
were interviewed during the World Travel Fair 2013 in Shanghai, due to the fact that the 
organisations that took part in this research are placed all over the globe the rest of the 
interviews were made through e-mail. 
 
TABLE 1. List of respondents. 
LIST OF RESPONDENTS 
NAME AND SURNAME FIELD OF PROFESSION 
Dott, Alberto Cazzaniga Marketing Manager at UETRAVEL/ Italy. 
Mr Nikola Mladinic Head of Asia and Pacific Representative of 
Uniline Incoming Tour Operator/ Croatia. 
Mr Human Halhas Product Manager, PAN EAST TOURS, The 
Jordan Tourism Board, Visit Jordan. 
Mr. Levent Basar Assistant Marketing Manager, Private Groups 
& MICE Departments, Aristo Tours/ Turkey. 
Mr Joao Carvalho de Araujo Promotion and marketing department Chief, 
Amazonia, Government Promotional 
Department/ Brazil. 
Ms Amna Mohammed Al Zaabi Sr. Overseas Executive Promotion 
Department, Visit Abudhabi. 
Ms Christine Peron Consultant formateur chez Form-ATS, 
Conseil & Formation/ France. 
Ms Kate Marshall ACCOR Director of International Sales- 
Eastern Hemisphere/ Australia.  
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The interview consisted of 10 questions. In the first question the author of this report asked 
the interviewees if the organisation that they represent has attended already any of the 
travel exhibitions in China. If yes, the interviewees were asked to highlight the most 
valuable travel fair to attract Chinese customers. 
There had been no previous attendance at any of the exhibitions with the aim to attract 
Chinese business travellers indicated Christine Peron. The exhibition most visited and 
recommended to visit by respondents is the China Incentive, Business Travel & Meetings 
Exhibition (CIBTM) that was visited already by six respondents (Amna Mohammed Al 
Ms Mercedes Garcia Deputy Director of Barcelona Tourism and 
Convention Bureau/ Spain. 
Mr Roy Fu West-Holland Foreign Investment 
Agency/Netherlands 
Ms Signe Jungersted Project Manager, Visit Copenhagen/ Denmark  
Ms Ursula Winterbauer Head of International Business, German 
Convention Bureau.  
Ms Sophia Wang Manager of Tourism Promotion Philippine 
Tourism Office Shanghai. On behalf of and 
noted by Mr. Gerard Panga, Tourism Attache 
Philippine Tourism Office Shanghai. 
Ms Olivia Piller Coordinator of Convention Bureau Geneva 
Tourism & Convention Foundation/ 
Switzerland 
Ms Lisa Loth City of Munich, Department of Labour and 
Economic Development, Marketing and 
Communication/ Germany.  
Ms Riza Marie Macaibay Product Development Team, Department of 
Tourism7, Department of Tourism Central 
Visayas/ Philippines 
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Zaabi, Mercedes Garcia, Ursula Winterbauer, Olivia Piller, Lisa Loth and Riza Marie 
Macaibay). The World Travel Fair Shanghai (WTF) is also an important event that was 
attended already by seven interviewees (Dott. Alberto Cazzaniga, Nikola Mladinic, Human 
Halhas, Levent Basar, Joao Carvalho de Araujo, Sophia Wang and Riza Marie Macaibay) 
however Ms Sophia Wang and Riza Marie Macaibay indicated that WTF Shanghai is more 
focused on leisure rather than business travel.  
Other important exhibitions for the respondents are Guangzhou International Travel Fair 
(GITF), highlighted by Sophia Wang, Lisa Loth and Riza Marie Macaibay. China 
International Travel Mart  (CITM) held every year alternatively in Shanghai or Kunming 
was attended by Nikola Mladinic, Roy Fu and Sophia Wang. Organization represented by 
Signe Jungersted did attend the International Luxury Travel Market exhibition (ILTM) 
however they participated in this exhibition not alone but as a part of a Scandinavian 
Tourist Board. Ms Jungersted emphasized that in their opinion ILTM is the most valuable 
because it mainly focuses on the high-end customers. 
Potential difficulties while dealing with Chinese Business travellers were the subject of the 
second question. The interviewees were asked about their observations about possible 
complications based on their experience.  Six of the interviewees (Nikola Mladinic, 
Christine Peron, Kate Marshall, UrsulaWinterbauer, Olivie Piller and Riza Marie 
Macaibay) pointed the communication barrier as the biggest problem. Christine Peron said 
that the communication even between professionals is not easy. Ms Olivia Piller 
highlighted as well that not all of the Chinese professionals speak English. A similar issue 
was mentioned by Ms Kate Marshall with the statement that since they have been 
cooperating with Chinese business customers they provide collateral translation. To 
underline the above, Ms Ursula Winterbauer said that thanks to the presence of the 
translators during the IMEX Frankfurt exhibition where they did not face any 
communication problems.  
As the next big issue that can disturb a smooth cooperation, four of the respondents 
(Nikola Mladinic, Levent Basar, Kate Marshall, Riza Marie Macaibay) disclosed Chinese 
dietary preferences. Mr Levent Basar pointed that very often the organisation that he 
represents has to deal with complaints about the choice of food from the Chinese 
customers. The Ms Kate Marshall pointed out that since they have been cooperating with a 
big number of Chinese business professionals the hotel that Ms Marshall represents had to 
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change their breakfast buffet, room service menu and restaurant menu into more Chinese 
style alimentation.   
Another difficulty mentioned by Mr Nikola Mladinic and Ms Sophia Wang were the legal 
issues such as Visa procedures. What is more, Ms Sophia Wang referred to the issue of 
paying procedure of airport tax that is different at the destination that the interviewee 
represents than in most of the airports globally. The problem of distinguishing type of the 
travel between business and leisure was pointed out by Lisa Loth. The difficulty 
concerning this issue in accordance with the response of the Ms Lisa Loth is related with a 
non-clear division between business and leisure travellers due to the fact that Chinese 
people often mix business with private tourism. The last two issues discussed by the 
interviewees in this question were related with special needs for incentive facilities (Sophia 
Wang) and culture differences about the protocols. Mr Alberto Cazzaniga and Amna 
Mohammed Al Zaabi answered that during their cooperation with Chinese customers they 
have not observed any significant difficulties.  
The next inquiry in the interview, concerned the potential of the Chinese business 
travellers market for the destination that the interviewed organisations represent. All 
sixteen interviewees agreed that there is a huge potential in Chinese business travel for the 
subjects that they represent. Nikola Mladinic, Human Halhas and Levent Basar highlighted 
that it will also be an important issue in the future. What is more, Joao Carvalho de Araujo 
pointed out that Chinese business travellers are already 20% of all of their customers. Ms 
Lisa Loth presented a significant growth of 21.6% between year 2011 and 2012 of Chinese 
travellers. Such a big increase within one year proves high potential for the destination.   
Another statement made by Mr Levent Basar is that the potential in Chinese business travel 
market emerges not only because of the economic growth of China but also because of the 
years of experience while cooperating with Chinese business customer. As the respondent 
said, Chinese professionals are more likely to travel to the destinations that they already 
know which basically mean that creating a good relation with travellers and representing 
them is a crucial aspect of cooperation for companies. 
The researcher asked the respondents in the next question which indicators influence the 
destination choice of Chinese business groups. The replies were different, however in most 
of the cases it varied between a few major categories. One of the two most influential 
indicators that may influence the destinations choice respondents pointed to were price and 
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cost related issues. Five of the interviewees (Alberto Cazzaniga, Human Halhas, Ursula 
Winterbauer, Sophia Wang and Olivia Piller). highlighted that price could be crucial in this 
process.  Human Halhas mentioned that different kinds of promotion could be helpful to 
convince Chinese business travellers to visit particular destination. The good value of 
money was the highlight of Ms Ursula Winterbauer. Travel fairs including tax etc. was 
mentioned by Ms Sophia Wang.  Olivia Piller pointed out that Chinese customers are very 
budget conscious.   
An equally important indicator was pointed out by five other respondents (Nikola 
Mladinic, Levent Basar, Christine Peron, Kate Marshall and Lisa Loth) which was an 
economic attractiveness and business opportunities that Chinese business travellers could 
have while traveling to the destination. Ms Kate Marshall emphasized that opportunities 
given by local economy can attract Chinese business travellers. Ms Lisa Loth said that the 
image of the country/local economy is also an important indicator that influences 
travellers’ choices. On the other hand, Mr Levent Basar said that the good and stable 
economic situation of the destination that the answerer represents influence directly or not 
directly on the Chinese professionals choice of destination.  
Accessibility, local infrastructure and legal procedures were emphasized as the next the 
most influential marker by four responders (Roy Fu, Signe Jungersted, Ursula Winterbauer 
and Sophia Wang). Ms Signe Jungersted emphasized that direct flight encourages Chinese 
business travellers to travel to the destination. Convenient visa procedure and other 
policies may also attract Chinese business travellers in accordance with the statement of 
Ms Signe Jungersted and Ms Sophia Wang. Safety was the next subject that four of the 
interviewees (Kate Marshall, Mercedes Garcia, Sophia Wang, Riza Marie Macaibay) 
highlighted. Riza Marie Macaibay emphasized that if the destination is safe in accordance 
with Chinese business travellers, it is highly possible that in the future they will come back 
either for business or leisure purposes. 
Four of the professionals (Human Halhas, Christine Peron, Signe Jungersted and Riza 
Marie Macaibay) that were interviewed by researcher pointed out that information in 
Chinese and Chinese guides may influence the destination choice. As Riza Marie 
Macaibay said most of the business travellers do not feel comfortable while speaking 
English that is why Chinese speaking guidance should be provided. Positive governmental 
relationship between countries influence the destination choice in accordance with 
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statement given by Mr Roy Fu and Ms Ursula Winterbauer. Strong economic ties and trade 
relations influence the destination choice for international meetings in accordance with 
respondent L.  
The last factor that influences the destination selection was an entertainment choice (Ms 
Amna Mohammed Al Zaabi). Ms Sophia Wang claimed that post-tour activities including 
what to find information (history, culture, adventure trips etc.) as well as shopping 
possibility together with duty-free shop, vouchers, and discounts might also influence the 
destination choice. Last but not least, Mr Joao Carvalho said that the main factor that 
encourages Chinese business travellers to visit the destination that the respondent 
represents is the natural wild environment at the destination. Nature as a possible marker 
that inspires Chinese professionals to travel was also pointed out by Ms Sophia Wang.  
In the next question, the researcher asked the interviewees about special requirements that 
Chinese businessmen have while traveling to the destinations that respondents represent. 
Eleven replies appeared to present similar important requirement that business travellers 
from the China have. Shopping was presented by respondents as the first and the most 
popular request (Alberto Cazzaniga, Nikola Mladinic, Human Halhas, Levent Basar, kate 
Marshall, Mercedes Garcia, Roy Fu, Sophie Wang, Olivia Piller, Lisa Loth, Riza Marie 
Macaibay). Ms Mercedes Garcia answered that shopping is becoming more and more 
important for Chinese business travellers. Ms Sophie Wang specified that Chinese business 
travellers like to visit duty free stores, especially with high-end/luxury products. Whereas 
Mr Levent Basar brought data which in accordance with, Chinese have the highest per-
capita expenses per trip in Europe. Ms Riza Marie Macaibay mentioned also about the 
shopping preference while travelling, however it was mentioned by him that Chinese 
professionals have preference for the international brands rather than local. What is more, 
Ms Macaibay highlighted that business travellers from China are very price sensitive and 
wary of being cheated.  
Another requirement mentioned by six of the interviewees (Alberto Cazzaniga, Amna 
Mohammed Al Zaabi, Mercedes Garcia, Signe Jungersted, Sophia Wang, Riza Marie 
Macaibay) is related with an entertainment choice. Mr Alberto Cazzaniga that gave the 
statement that entertainment has to be considered as the key element to success for a 
business travel destination. Ms Sophie Wang and Ms Mercedes Garcia pointed out that 
Chinese business travellers usually want to visit casinos much more often than visitors 
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from any other country. Those two respondents based their opinion on the fact that 
gambling in the mainland of China is illegal. After doing business Chinese professionals 
like to be taken around the city that they visit to do sightseeing and go out for dinner, said 
Ms Signe Jungersted. Cultural performances, traditional dance shows and live band 
concerts are often on the list of necessities for Chinese business travellers in accordance 
with Ms Sophia Wang.  
Preference for Chinese food was highlighted by five interviewed professionals (Nikola 
Mladinic, Levent Basar, Joao Carvalho de Araujo, Kate Marshall and Olivia Piller) as an 
important request from the Chinese professionals. Joao Carvalho de Araujo mentioned 
about this issue with words that Chinese in general are not that open to try local food. In 
accordance with Ms Kate Marshall, most of the business travellers from China prefer to 
have at least one Chinese meal every day.  Last but not least it was pointed out by two 
interviewees (Joao Carvalho de Araujo, Olivia Piller) the necessity for professionals from 
China to visit natural, virgin places such as lakes, mountains etc. Relaxation combined 
with nature was pointed out as other important requirement in accordance with Mr Joao 
Carvalho de Araujo. 
In the next part of the research the writer of this report asked interviewees if Chinese 
business travellers are different than business travellers from their home destination. 
Answers appeared not surprisingly to be diversified due to the diverse background of the 
interviewed companies. Only two answerers (Mr Joao carvalho de Araujo and Ms Amna 
Mohammed Al Zaabi) said that they have not noticed any significant differences between 
Chinese and professionals at the destination that they represent. The rest of the respondents 
highlighted bigger or smaller differences. Mr Nikola Mladinic said that the difference is 
visible. Chinese businessmen are much more formal than business people at my home 
destination pointed Mr human Halhas out.  
The main difference in accordance with Mr Levent Basar is related with food 
requirements. Local businessmen at the destination that Mr Basar represents rarely require 
national food while they travel for business reasons abroad. Ms Christine Peron 
highlighted other differences related with the way of spending money for the extraordinary 
service. Ms Peron said that Chinese are able to pay for the best hotels, restaurants while 
traveling and it is different than travellers from the respondent’s destination that rarely pay 
that much for the business trip. On the other hand, Ms Kate Marshall emphasized that both 
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needs and requirements differ from the professionals in the interviewee’s destination. What 
is more, Ms Marshall mentioned that the expectations of the Chinese professionals are high 
because of the high quality customer service and the standards that may be different in 
China and in the destination that Chinese travel for business reasons.  
Culture and customs that are different between Chinese and local businessmen was 
mentioned by Ms Mercedes Garcia. Mr Roy Fu and Ms Signe Jungersted put the highlight 
on the free/spare time during the business traveling. Mr Roy Fu stated that business 
travellers from Mr Fu destination prefer to spend spare time in a more relaxed, leisure and 
unplanned way which is absolutely different from the Chinese way of spending free time. 
As Mr Roy Fu mentioned Chinese mostly focus on doing shopping and visiting casinos 
which is more a form of entertainment than relaxation. However, as Fu pointed out, the 
way of organising business meetings is also entirely dissimilar. Mr Roy Fu presented that 
Dutch businessmen rather organise their meetings in a way to fulfil totally their schedules 
while Chinese prefer to arrange no more than two meetings per day. The way of 
confirming the appointments also varies between the Dutch and Chinese business 
travellers. Professionals from Mr Fu destination prefer to confirm the meeting before their 
arrival while businessmen from China more often choose to confirm the meetings after 
their coming.  
Ms Signe Jungersted in agreement with the previous answerer highlighted the difference of 
spending spare time between Chinese and businessmen in Ms Jungersted home destination. 
Chinese professionals prefer to have a full programme of leisure and social activities while 
businessmen from the destination that the interviewee represents prefer to explore the 
visited destination in a more independent way. Mr Alberto Cazzaniga and Ms Signe 
Jungersted presented similar statements that Chinese business travellers are definitely 
different from professionals from their home destination, however, both of them said that 
those differences are similar between any other countries. Ms Jungersted also highlighted 
that culture differences are visible however within the time that the destination cooperates 
with Chinese customers they try to get to know as much as they can to fulfil all Chinese 
requirements.  
In accordance with Ms Sophie Wang and Ms Riza Marie Macaibay that represent Asian 
countries the differences are visible within different areas. Ms Sophie Wang mentioned 
that the top trading country partners are different for China and Ms Wang destination. 
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Nevertheless, necessities for both are similar: easy access, good service in the hotels and 
quality conference facilities. Ms Riza Marie Macaibay added that some cultural and social 
differences are visible such as: education, religion, society structure and way of doing 
business. However, some attitudes related with Asian identity are similar. Ms Macaibey 
finished his reply with the statement that as much as business travellers from represented 
destination vary between Chinese, as much they have similarities. Ms Olivia Piller 
mentioned other culture differences. The interviewee mentioned that some culture 
contrasts such as avoidance of specific numbers or the habit of drinking hot water by 
Chinese business travellers was observed. The last but not least fact emphasized by Ms 
Lisa Loth was that Chinese business travellers more often visit many places in Europe 
within a short period of time due to the Visa regulations.  
In the seventh question the researcher tried to analyse what is the average stay for Chinese 
business travellers and if business trips are often mixed with leisure activities. In 
accordance with all respondents Chinese professionals mix business with leisure in most 
cases. However, Mr Levent Basar pointed out that this regularity is not relevant for the 
Chinese governmental groups that rarely combine those two activities. It is important to 
differentiate that some of the interviewees treat a city as a destination, however other part 
answered for researcher’s question with data concerning the country or region as a 
destination. That is why the outcome will be presented with visible division into country or 
city.  
In accordance with respondents four respondents (Amna Mohammed Al Zaabi, Mercedes 
Garcia, Roy Fu and Lisa Loth) the average length of stay in the city varies between 2-3 
days. Only Ms Signe Jungersted that represents a city as a destination mentioned that 
Chinese stay between 3 and 5 days. In case of the countries the answerers gave more 
diverse responses. Mr Nikola Mladinic, Mr Levent Basar and Ms Ursula Winterbauer 
pointed out that in countries that they represent Chinese business travellers stayed for 4-7 
days. However, as Mr Basar highlighted that governmental groups stay for a shorter period 
of time: 3-4 days. A duration of three to four days stay in the country was mentioned by 
Mr Human Halhas, Ms Kate Marshall and Ms Riza Marie Macaibay. However, Ms 
Macaibey said that if Chinese professionals connect business with quality travel, they 
extend their stay for 2-3 days longer, it happens that from time to time Chinese business 
travellers visit the destination with their family. Mr Roy Fu that admits that Chinese stays 
vary between 5-8 days in the country gave other answers. Ms Sophie Wang stated the 
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longest time to be between 5-10 days and as well highlighted that it happens that after the 
business part Chinese professionals have post-meeting tours with the company team or 
with the family.  
The eighth inquiry given by the researcher concerned potential difficulties regarding 
culture differences and behaviours of Chinese business travellers.  Four of the interviewees 
(Alberto Cazzaniga, Human Halhas, Roy Fu and Lisa Loth) answered that culture 
differences are not that relevant to disturb cooperation. Mr Nikola Mladinic and Ms Olivia 
Piller said that even though the culture and behaviour differences could be visible and 
provoke some disturbance but their job was to adapt to the customer’s needs and that is 
why they would express those differences as a difficulties. On the other hand, four of the 
interviewees (Amna Mohammed Al Zaabi, Mercedes Garcia, Sophia Wang and Riza Marie 
Macaibay) emphasized that the main disturbance is the language barrier. Mr Levent Basar 
Ms Sophia Wang highlighted also the food preferences as a culture difference. Chinese 
business travellers are not eager to try foreign cuisine while travelling to the destination.  
Ms Christine Peron and Ms Kate Marshall pointed out Guanxi, as a key element to 
understand and cooperate with Chinese business travellers successfully. Guanxi in 
accordance with Oxford University Press dictionary(2013) is explained as system of social 
networks and influential relationships, which facilitate business and other dealings in 
China. Mr Levent Basar mentioned that Chinese people in general but specifically business 
travellers like to be served, that is why it is not always easy to satisfy their needs. Mr Basar 
also emphasized that business travellers from China have different preferences about the 
guides. Understanding the language it is not complex to avoid difficult situations. 
Understanding the Chinese behaviours is extremely important to succeed while 
cooperating with business travellers. Last but not least Ms Ursula Winterbauer pointed out 
that different culture related behaviours may influence the cooperation, however, Ms 
Winterbauer emphasized that those differences are not significantly bigger than American 
versus German etc.  
The following question aimed to get familiarized with the respondents' opinions and 
suggestions concerning any strategies that might help foreign destinations to attract 
Chinese business travellers. The opinion that has been repeated a few times proves that the 
Chinese Business travellers require the quality service. Four interlocutors (Alberto 
Cazzaniga, Kate Marshall, Signe Jungersted and Ursula Winterbauer) said that host 
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destinations should be prepared in terms of fulfilling high expectations of the Chinese 
Business Travellers. Ms Winterbauer suggested organizing beforehand some cultural 
training among staff workers, who in the perfect situation should speak Chinese, to prepare 
them for demanding clients.  
Mr Nikola Mladinic, Ms Amna Mohammed Al Zaabi, Ms Kate Marshall and Ms Riza 
Marie Macaibay suggest focusing on knowing the target group by listening to their 
requests, conducting various questionnaires or organizing a market study in order to get to 
know their attitude, behaviours. It is a matter of familiarizing particular destinations with 
Chinese business customs that helps them to prepare and strategize appropriately in 
capturing that certain travel market. Previous inquires presented the common idea that 
Chinese visitors are truly sensitive when it comes to their dining habits. Similarly here, Ms 
Marshall and Mr Roy Fu, suggest organizing Chinese dining options, which definitely 
increase the satisfaction and fulfil their expectations. 
 Mr Human Halhas and Mr Roy Fu said that many advertising campaigns can be promoted 
through social media. Usage and positioning advertisement on online platforms especially 
Official Chinese Websites, is a good idea to practice. Ms Lisa Loth describes cooperation 
between represented destination and Chinese Consulates as a connecting point between 
Chinese consumers and particular destinations. Four of respondents (Levent Basar, 
Christine Peron, Kate Marshall and Roy Fu) suggest focusing on building up a relation, 
guanxi, showing the respect and hospitality, which is very important among Chinese 
consumers. Mr Alberto Cazzaniga and Mr Joao Carvalho de Araujo, claim that issue that 
have an influence on Chinese Business Travellers choice is also a reasonable relation 
between price and received service. 
In accordance with the Global Business Travel Association, Chinese business travel market 
will be the biggest in the world by 2015 (GBTA2013). In the last question respondents 
were asked if they consider this tendency as influential concerning the destination that they 
represent. The majority of the respondents stated that this trend concerns their destinations. 
This tendency was not noticed by Ms Signe Jungersted. For six (Alberto Cazzaniga, Joao 
Caravalho, Christine Peron, Kate Marshall, Ursula Winterbauer, Sophia Wang and Lisa 
Loth) China is one of the most important and most growing markets. Ms Kate Marhsall, 
used the example of Australia for which China is the second largest inbound market and is 
growing at double figures. That data signifies that destinations need to change means of 
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hotels, airlines and tourist attractions that must be adapted to the Chinese requirements and 
needs.  
Mr Nikola Mladinic, noticed that the tendency is very influential however, still, the 
majority of tourist visitors are European travellers. Mr Levent Basar, noticed that in fact 
the number of people that travel to represented by him destination is this same because it is 
this same group of people that travel. This group in fact constantly increase its spending 
power: “Rich people get richer”. Three of the respondents (Human Halhas, Roy Fu and 
Mercedes Garcia) realized the tendency already some time ago and in order to be 
competitive in the tourist market they need to promote their destinations in China. For the 
destination represented by Ms Mercedes Garcia destination marketing strategy was 
launched already in 2007 whereas for Mr Roy Fu, the promoting project started in 2011 
and during these two years it had been successful enough to create a hospitality climate for 
Chinese guests. Ms Riza Marie Macaibay presented similar opinion, the Department of 
Tourism has stepped up its effort in promoting the Philippines in China not only as a travel 
market for leisure and business but also as a destination for weddings, honeymoon and 
MICE purposes.  
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6  CONCLUSIONS 
 
 
A general overview and future perspective of the meeting industry have been presented in 
this thesis. The researcher has emphasized the most important stakeholders as associations, 
organizations, governmental representatives and exhibitions to give a wide view of the 
meeting business.  As a summary that testifies to the importance and scale of the meeting 
industry the writer will implement in this part, a small presentation of one example 
exhibition that took place in this year. Its impact on the local economy will also be 
presented. The researcher had the opportunity to live in the destination where this event 
was held for more than one year. That is why a wide range of information was collected 
during the exhibition. After conducting the interview with sixteen representatives of 
various organizations that work with Chinese business travellers, the author analyzed their 
answers to discover difficulties, potential solutions, suggestions and opinions concerning 
Chinese Business Travellers.  
The researcher faced a number of difficulties while preparing this thesis. The writer of this 
report was not prepared for big delays while collecting respondents' replies. The reason 
why delays appeared was due to the international character of this research. Time 
differences, scheduled holidays and very changeable working routine of the interviewees 
were the unexpected difficulties for the writer. It influenced the agenda and planned time 
of collecting the data. Other hardship was related with luck of the previous researches 
made on the Chinese business travellers. It is very easy to find a number of publications 
concerning leisure travellers with division on the countries or even regions however, 
accessibility of previous researches concerning business travellers from China was very 
low.  
Another difficulty that the writer of this thesis faced during the writing process was a 
choice of the proper research method. A few reasons should be highlighted to explain this 
disturbance. In some certain aspects such as equally prepared questions for all respondents, 
this e-mail interview could be treated as a structured interview. However, what is 
important to highlight, in the researcher’s e-mail interview all questions were open-end and 
that is why the interview used by the writer of this report expresses better the definition of 
a semi-structured interview. A number of sources define the e-mail interview in many 
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ways and the division between structured and semi-structured is not clearly defined. This 
appeared to be the most serious difficulty while preparing this final report.  
Chinese professionals are more likely to travel to the destinations that they already know. 
That is the reason why it is extremely important for destinations to stay in good relations 
and constantly take care of this relation. According to the respondents, one of the most 
influential indicators that may influence the destinations choice is price and cost related 
issues. Chinese business travellers focus on economic attractiveness and business 
opportunities connected with the destination. The following issue that influences decision- 
making process is accessibility, local infrastructure and legal procedures for instance 
connected with visa.  An interesting observation pointed out by one of the respondents was 
the fact that information in Chinese and Chinese guides may influence the destination 
choice. It is caused by a communication barrier that even between professionals is not easy 
to break down.  
A majority of the Chinese business travellers do not speak English. Frequently, the 
Chinese business travellers choose those countries with which China has a positive 
governmental relationship. Very relative is the safety issue, which is especially important 
while hosting governmental visitors. Additionally but not less important are entertainment 
opportunities available in the destination. Preferably the Chinese business travellers search 
for destinations that can offer casinos, spas, shopping areas especially with luxury goods. 
Cultural performances, traditional dance show and live band concerts are often on the list 
of necessities for Chinese business travellers.  
The following issue, repeated by the respondents is high-quality service requirement. 
Chinese travellers are very demanding; they like to be served and are eager to pay for the 
best hotels and restaurants under condition that they receive the best service. Business 
travellers from China are very price sensitive and wary of being cheated and that is why 
they always double-check the place, reservations and opinions before arriving.   
Some concerns are problematic for organizers. For example the business travellers from 
China prefer to have at least one Chinese meal every day. Chinese dietary preferences may 
cause many problems, they are not interested in trying local cuisine, and their dining habits 
vary significantly from the other countries. It is necessary to remember that Chinese 
businessmen are much more formal and not all activities, appreciated in other countries, 
are understood as positive. Another culture contrast was also noticed such as avoidance of 
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specific numbers or habit of drinking hot water by Chinese business travellers during the 
whole day.  
Chinese professionals mix business with leisure in most cases, which gives many 
opportunities for organizers. The culture and behaviour differences could be visible and 
provoke some disturbance but, in accordance with the respondent’s opinion, organizers’ 
job is to adapt to the customer’s needs and that is why they would express those 
differences as a difficulties that can be solved. The perfect way to achieve it is to get 
acquainted with the target groups by listening to their requests, conducting various 
questionnaires or organizing a market study in order to get to know Chinese business 
travellers’ attitude, behaviours, needs and wants.  
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APPENDIX 1/1 
 
 
 
 
“CHINESE BUSINESS TRAVELLERS IN MINDS OF FOREIGN 
BUSINESS TRAVEL ORGANIZERS 
1.Have your organization already attended any travel exhibition in China? If yes please 
precise which one. For the business travel industry which exhibition do you consider as the 
most valuable to attract Chinese customers?  
2.Have your organization already cooperated with Chinese business customers before? If 
yes have you faced any difficulties?  
 
3. How your organization considers potential market of Chinese professionals (business 
travellers) traveling to the destination that you represent?  
4. Do you think that which kind of indicators will influence the destination choices of 
Chinese business groups? Barcelona  
5. Do you think that Chinese business travellers have any special requirements as 
entertainment, shopping etc…  
6. Do you think that Chinese business travellers are different than business travellers at 
your home destination? If yes please give short explanation.  
7. What is the average duration of stay for Chinese business travellers? Do Chinese 
business travellers combine business with leisure activities such as spending holidays, 
travel with their families?  
8. Are there any potential difficulties regarding Chinese business traveller’s behaviours 
like, culture differences, Guanxi…  
 
  
 
APPENDIX 1/2 
9. Do you have any suggestions/strategies for foreign destinations to attract Chinese 
business travellers? 
10. In accordance with Global Business Travel Association Chinese business travel market  
will be the biggest in the world by 2015.  Do you consider this tendency as influential 
concerning your destination?  
* Research work concerning image of Chinese business travellers in eyes of foreign 
business travel organizers. Prepared by Piotr Kaminski under supervision of Shanghai 
Normal University/Shanghai Institute of Tourism. 
 
